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From a long run perspective, the success of new product plays an important role. 
However, there are many factors which will impact the new product diffusion, such as, 
product innovativeness, marketing strategies etc. When company finishes designing the 
product, the innovativeness of the product is determined, which means the subsequent viral 
marketing campaign are the most important. As the development of Web 2.0 and 
Information Technology, social networking sites are changing people’s lives and the way 
of communication. The progress of Internet has provided the company an opportunity to 
contact with their consumers in a shorter distance than ever before. More and more 
companies begin to focus on the impact of the structure of the social network and social 
interaction on their product sales, as well as the influence mechanisms. In this key step, 
seeding strategy, which represents selecting the most influential nodes, is a cornerstone of 
viral marketing. First, as the influence of seeds, often opinion leaders, is increasing in the 
social interaction, exploring and utilizing these opinion leaders are of great importance. 
Second, seeding strategy is the only one factor under the control of company. Choosing the 
right seeds would improve the diffusion quite a lot, so more and more focus has been 
dedicated to the study of seeding strategies. 
By reviewing and summarizing the previous literature, the thesis found some 
deficiencies in the study of seeding strategy: 1) without considering the effect of the 
environment which the company is in on the profit effect of seeding strategy, 2) without 
taking the competition for seeds between competitors into account. Consequently, based 
on the research gap, the thesis studies the effects of seeding strategies on product sales by 
using the design of simulation experiment. Furthermore, the thesis is trying to get the 
optimal seeding strategies around the following four research questions: Firstly, whom to 
be targeted as seeds? Secondly, how many seeds should the firm select? Thirdly, when is 
the right time to do the subsequent seeding strategy? Fourthly, what is the optimal seeding 
strategy in competitive settings? Then, the hypotheses are tested using statistical techniques.  
We could draw the following conclusions: in the first place, customer base moderated 















performances getting multi-stage seeding strategies are significantly better than single-
stage seeding strategies; the comparisons among different multi-stage seeding strategies 
support that those strategies seeding on hubs are better than others. Finally, in contrast to 
monopoly case, the firms in competition case will enhance their investment on seeding to 
offset the profit loss. The more intense the competition, the more investment they will 
inject.  
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